Introduction
Strategic competitiveness is achieved when a firm successfully formulate and implement a strategy of value creation (Bharadwaj. et al., 1993 , Hitt., 1997 , Hoffman., 2000 , Hill. 2007 ). In order to create competitive advantage, the theory of competitive advantage have contributed to the present two major schools of the MarketBased View (MBV) and Resources-Based View (RBV), which both lead the company in creating a competitive advantage through superior value creation. Value creation is intended for customers who are defined as the value of all benefits or qualities acquired by the customer relative to the price.
Value creation develops due to two aspects, price and quality. Both aspects are multidimensional in business systems. Business system is the configuration of resources (inputs), activities (throughput) and the products offered (output), all intended to create value for customers (Porter, 1993; Cravens., 2003; Dewit., 2005; Barney., 2007; Teece.2009 ). Value creation oriented company for the creation of customer value profitably. In the end, the company must have a strong market orientation culture (Craven 2003), a learning organization (Narver.1995) and have the ability to reconfigure resources controlled (Barney.2007; Teece. 2009 ).
Competition forces companies to better understand the needs and expectations of the customer and competitor behavior. Therefore the company should undertake continuous learning in order to gain knowledge and new ways to respond to market changes and demands. The company must also have the ability to move resources into distinctive competence for the company. Strong market orientation and a conducive learning environment and the ability to mobilize resources, the effort to create value-added (value creation) will be achieved superior.
Furthermore Dewit (2005) propose a preposition company must be able to provide products and services more closely to the needs of clients than the competition if they want to have a competitive advantage. Thus, a company must have a culture of strong market orientation and company should always learn to improve their knowledge of the business processes. That means that the market orientation and learning organization is a necessary factor in creating value creation in order to build competitive advantage.
Competitive environment in which the company operates also led to an increase in customer demand for the company to deliver superior value (Sanchez et al., 2009 ). Therefore, many companies see the value of customers as a key factor when looking for new ways to achieve and maintain a competitive advantage. Identify external and internal organizational capabilities is very important to enhance the creation of value for customers. Internally the organization should focus on improving the ability of resources including people. Externally, organizations must focus to see the customer as a key component in order to maximize the value created for them (Landroguez. 2011). Organizations need to understand the value of customers to be able to invest the appropriate resources to create customer value. This is important because wrong investment that will lead to wastage especially reseources capital. The emphasis of the creation of value for the customer is on understanding how companies can make cost savings through increased efficiencies and be able to make a difference attributes of products and services at competitive prices. Afuah (2002) defines customer value as the performance characteristics of a product as perceived by the customer, which is a function of the physical characteristics and capabilities that can meet the needs of customers.
In the context of market orientation, value creation is built on top of customer orientation, competitor orientation and coordination between departments within the company (Narver. 1995) . Creating superior value oriented around the needs and expectations of customers that will result in customer satisfaction. Meanwhile, competitor orientation is needed for comparison. Two activities in the implementation of market orientation is used as a basis for deciding what products to match market conditions. Market orientation is a culture and a commitment to superior value creation process for consumers. With emphasis on the customer (customer focus), competitor intelligence, and cooperation and cross-functional involvement.
Successful implementation of market orientation is also supported by the ability to identify and expand the unique capabilities. Capability is a unified whole and complex that includes the skills and knowledge, which is carried out through a process of organizational and coordination of various activities and utilize its assets. Unique capacity has several requirements, including: (1) to contribute disproportionately to the superior value, (2) enables organizations to offer value to its customers in a more cost-effective, (3) superior to its competitors, (4) difficult duplicated competitors; and (5) can be applied to a variety of competitive situations.
Furthermore, in the context of dynamic capability, Danneels (2003) said that the company that creates valuable products should not rely on the needs of today's customers. In dynamic companies need to pay attention to the needs and expectations of potential customers to enrich the product information related to the desired value by the market. This means that companies are trying to expand the market but still able to focus on core products and development. This requires the support of the availability of the resources and the ability to configure a variety of resources towards the most economical composition.
Ability is also defined as the capacity of an integrated set of resources to perform a task or activity. Afuah (2004) says that companies need the ability to change (to convert) controlled assets into customer value creation. Capability is the result of an integrated resource groups (Hitt. 1996) . Dewit (2005) assumes that capability as one of the important components for the company to profitability and the ability to produce as a source of competitive advantage. Capability leads to the ability or skill in combining the companies or controlled using various resources that ultimately led to the development of new products.
This study aimed to examine the relationship between market orientation, learning organization and dynamic capability on value creation. The study also evaluated the contribution cost leadership and differentiation strategies in the process of value creation.
II.
Market Orientation and Learning Organization Market-oriented firms are successful because they are able to outperform competitors due to their ability to better understand and respond to customer needs, through the effective management of hard-to-duplicate resources (Day, 1994; Farrell, 2008) .
With regards the conceptualisation and measurement of market orientation, two perspectives have gained wide acceptance. The first, developed by Narver and Slater (1990) argues that a market orientation ""is the organisation culture that most effectively and efficiently creates the necessary behaviours for the creation of superior value for buyers, and, this, continuous superior performance for the business"". For Narver and Slater (1990), a market orientation comprises three elements: customer orientation, competitor orientation and interfunctional coordination. The second perspective was proposed by Kohli and Jaworski (1990) who define a market orientation as, ""an organisation-wide generation of market intelligence pertaining to current and future customer needs, dissemination of intelligence across departments, and organisation-wide responsiveness to it"" (Farrell, 2008) .
Customer orientation is defined as an adequate understanding of the target customer to buy in order to create superior value for buyers continuously. Include an understanding of the entire value chain of the buyer at the current and future (Uncles, 2000) . Kirca et al. (2005) argue the market orientation can enhance organizational innovation and new product performance that is focused on customer needs. Based on a comprehensive meta-analysis, Kirca et al. (2005) found that market orientation affects the innovation company that have an impact on value creation (value creation), and also there is a positive relationship between market orientation and organizational performance.
Nevertheles, there are still a number of gaps and limitations of research instruments research on market orientation, but the logic of thinking that market-oriented firms will be able to establish the appropriate value customer expectations and this will have an impact on sustainable competitive advantage can be accepted. Organizations must continue to learn from their past experience and must be willing to adapt to a new position if they are to survive and prosper. Becoming a learning organization is a relatively new trend in business that emphasizes problem solving systematically. it means that everyone in the organization involved in identifying and solving problems, enabling the organization to continuously improve and enhance its capabilities.
The term learning organization is defined in many ways. Sutherland (2003) defines as an organization in which people at all levels, individually and collectively, are continually increasing their capacity to produce work that they expect. Senge (1994) defines a learning organization as an organization where people continually expand their capacity to create the results they truly desire, where new patterns are maintained and expansive thinking. Skyrme (2003) viewed from the perspective of knowledge management (KM) defines a learning organization as an organization that has the systems, mechanisms and processes that are used to continuously improve the ability of organizations exist.
Chien et al (2008) uses the term learning orientation in their research showing that learning orientation is a necessary factor in enhancing the ability of innovation which in turn will impact on business performance. That means the learning organization as an organization skilled at creating, obtaining and transferring knowledge and modifying behavior to reflect new knowledge and insights. Thus the learning organization has been defined as an organization's ability to adapt to its environment when companies operate in an environment that seems to be increasingly more vulnerable to change. Conducive learning environment will encourage the individuals within the organization to share knowledge on an ongoing basis, to increase the added value for the organization. The accumulated value will enable the group to live and succeed in the current era of hyper competition. Competition is not only happening on a national level, but has led to the region and even globally the organization demanded more flexible, creative and able to learn in harmony. Like being an orchestra with a variety of sounds but still compact and adhere to the agreed rules.
H 1 :Market Orientation (MO) effect on Value Creation (VC) H 2 :Market Orientation (MO) effect on the Learning Organization (LO) H 3 :Market Orientation (MO) effect on Dynamic Capability (DC) H 4 :Learning Organization (LO) effect on Va lue Creation (VC)

Dynamic Capability and Value Creation
Several frameworks have been proposed to address fundamental questions in the field of organizational strategies such as how to achieve a sustainable competitive advantage. The most interesting frameworks proposed recently is the concept of Dynamic Capability (Teece et al, 1997; 2009 ) which is an extension of the resource-based view (RBV). This framework is relatively new and located in between several theories as Evolutionary Economics argued by Nelson and Winter (1982) , who asked the question "How can the company grow over time." Resource-based view of the company "RBV", trying to answer "Why and how different companies through the heterogeneity of its resources. As well as Organizational Learning / learning organization is looking for an answer how companies capture and apply knowledge. (Barney. 1991; Kogut and Zander. 1992) .
The concept of dynamic capabilities needed in formulating strategies in a rapidly fluctuating environment coupled high complexity, the need for innovation is high, and efforts to improve the organization's ability to cope with market dynamics. Key points in dynamic capability is the ability of the organization to develop, update and care for a variety of resources (including tangibles, intangibles and human resources) in order to create customer value. Therefore the ability of dynamic linking skills and resources of the organization at this time with the external changes, strategy formulation and implementation, which leads to accuracy (fitness) between resources with the needs of a changing environment.
In broad scope, dynamic capability is the company's ability to integrate, build, and reconfigure internal and external competencies to address rapidly changing environments (Teece et al., 1997) . Eisenhardt and Martin (2000) further identify dynamic capabilities as the firm-specific and typically associated with reconfiguration of the transformation of resources to cope with environmental change. Dynamic capabilities perspective Suggests that in order to maintain a competitive advantage, companies not only need the ability to extract economic benefits from current resources and develop new skills, but also emphasizes the ability to coordinate, integrate, and reconfigure resources / assets and to develop new resources / assets to generate competitive advantage (Zhan and Luo, 2008) Liu (2011) showed that the dynamic capabilities as antecedent factors for the development of organizational strategy in which managers alter their resource base, acquire, integrate, and combine resources to produce new value creation strategies (Value Creation.
Competitive advantage derived from the value or benefits that can be created for the buyers that the company is more than it cost the company to create it (Porter. 1993 ). Hollensen (2010) stated that creates a competitive advantage is a business benefit to customers through differentiation better than the competition and also an effort to obtain the most cost-efficient to be able to present competitive pricing policy. The competitive environment in which the company operates also led to an increase in customer demand for the company to provide superior value (Sanchez et al., 2009 ). Therefore, many companies see the value of customers as a key factor when looking for new ways to achieve and maintain a competitive advantage. Identify external and internal organizational capabilities is very important to increase value creation for customers. Internally the organization should focus on improving the ability of resources including human resources as the main actor. Externally, the organization also must focus to see customers as the key component in order to maximize the value created for them (Landroguez. 2011).
The success of creating added value for customers will lead to customer retention and even loyalty. Revenue of the company can be improved even when the customer loyalty occurs. Thus, managers should pay attention to the creation of value as a potential source of corporate profits. Company creates value by coordinating the purchase of factor inputs with the sale of the company to the consumer. Companies generate value by providing products to customers through a variety of suppliers and input factors of production company itself. Value creation begins with the end consumer rather than the company's agent or retailer. The chain should also be considered by the company. Nominal size of these benefits is the customer's willingness to pay, which is defined as the maximum amount that the customer will pay for the product. Thus, the customer benefits are also referred to as the customer's willingness to pay. Zou (2008) noted that create value for customers can be done through two presses which cost service emphasis and emphasis. Porter (1993) also directed the company to excellence differentiation or cost leadership as a base creating superior customer value. Differentiation can be done by creating different products, providing different services, or creating a product image that is unique and different from other competitors. Product differentiation strategy (differentiation), encourages companies to be able to find its own uniqueness in the market so the target. The uniqueness of the product (goods or services) that put forward this enables a company to attract maximum interest from potential consumers (Kim. 2011) .
Completing the differentiation advantage, Porter (1993) also directs the company towards a low-cost strategy (cost leadership) emphasis on producing standard products (equal in all aspects) with the cost per unit is very low. In the hypercompetitive situation Baiya structure is a major concern for the company. However consumers will still price sensitive. To be able to run a low-cost strategy, a company must be able to meet the requirements of resources (resources) as well as the ability or capability of the organization. This strategy may only be run if it has some advantages in the field of corporate resources, namely: the availability of capital, skilled in process engineering, strict supervision, easily manufactured, as well as distribution and promotion costs low. While the capabilities of the organization, companies must have: the ability to tightly control costs, better control of information, incentives based on targets, reconfiguring the resources (Teece. 2009).
H 5 : Dynamic Capability (DC) effect on Value Creation (VC)
III. Method
The research was conducted in the creative industry for advertising and fashion group in Indonesia. Number of questionnaires that were collected were 105 respondents. Research instruments using an online questionnaire. All the indicators have outer loading greater than 0.5 and the t-statistic> 1,983 (α = 5%). All indicators can be used in testing the research model because adequate convergent validity.
IV. Analysis and Results
Model Measurement (Outer
Discriminant Validity
Discriminant Validity value is the value of cross loading factor that is useful to know whether the construct has adequate discriminant. By comparing the value of loading on the construct should be greater than the value of loading with other constructs. Table 2 shows that the correlation of constructs Market Orientation, learning organization, dynamic capability and value creation to each indicator is higher than the correlation with indicators of other constructs. This suggests that the latent constructs predict indicators on their blocks better than the indicator on the other block.
Composite Reliability
The third part is the outer composite reliability models to test the reliability of the indicator values to construct. Constructs would be reliable if the value of composite reliability and Cronbach alpha above 0.7. Goodness of fit in PLS can be seen from the value of Q2. Q2 values have the same meaning as the coefficient of determination (R-square / R2) in regression analysis. The higher the R2, then the model can be said to be more fit to the data. Q-Square value greater than 0 (zero) indicates that the model has predictive relevance, whereas Q-Square value is less than 0 (zero) indicates that the model has less predictive. From table 4, it can be seen the value of Q2 at 0.96467 (96.46%). These results meant that the structural model has predictive relevance is very high, the good and decent models to be used in the prediction. Estimation results for the model inner direct influence between Dynamic Capability for Value creation statistic shows the t-value of 4.823324, where the value is greater than t-table. 1.9889 α = 5%, it shows the influence of the Dynamic Capability Value creation is significant.
Hypothesis testing
Inner estimation results for the model the direct influence of learning organization on Dynamic Capability indicates t-statistic value of 9.675252, where the value is greater than t-table. 1.9889 α = 5%, it shows the influence of the Dynamic Capability learning organization is significant.
Inner estimation results for the model the direct influence of the learning organization value creation shows the value of t-statistic of 2.383749, where the value is greater than t-table. 1,988 α = 5%, it shows the influence of the learning organization is a significant value creation.
Inner estimation results for the model the direct influence of the market orientation of the dynamic capability indicates t-statistic value of 9.540649, where the value is greater than t-tabel.1.9889 α = 5%, it shows the influence of market orientation on dynamic capability is significant.
Inner estimation results for the model the direct influence of market orientation towards learning Organization indicates t-statistic value of 4.542114, where the value is greater than t-tabel.1.9889 α = 5%, it shows the influence of the market orientation of the learning organization is significant.
Inner estimation results for the model the direct influence of market orientation toward value creation shows the value of t-statistic of 4.423819, where the value is greater than t-tabel.1.9889 α = 5%, it shows the influence of the market orientation of the learning organization is significant.
V. Conclusions and Discussion
The concept of market orientation is proposed by Narver and Slater (1990), Kohli and Jaworski (1990) argue that market orientation is an organizational culture that most effectively and efficiently creates the necessary behaviors for the creation of superior value for customers and, sustained superior performance. Market orientation is also related to the organization's efforts on current market intelligence and the future of customer needs, dissemination of intelligence (result) in the entire department or organization in functions, and organization of a comprehensive response to the findings or information obtained.
The concept of market orientation can be defined as the activity of digging up information about customers and competitors as well as how to distribute the information to all parts of the organization in order to take action in accordance with its capacity of strategic action, but remain in the corridor coordination. This will affect the organization in the context of a learning organization. As expressed by Alkhafaji (2003) Organizations need to continue to learn from their past experience and must be willing to adapt to a new position if they want to survive sustainably. This means that every part of the organization involved in identifying and solving problems, enabling the organization to continuously improve and enhance its capabilities. This is consistent with the context of market orientation in terms of cross-functional coordination.
The research results of Lin et al (2008) , Farrell (2008) and Zubac (2010) also proved that the market orientation significantly influence the learning organization. In line with the mindset, the implementation of market orientation also resulted in increased organizational capacity through increased ability to read or sensitive to new opportunities and to manage the impact of a possible threat yangmuncul market dynamics. This situation will force the company to reconfigure the various resources they have in order to be a renewable source of competitive advantage. Dynamic capability, including the ability of the company needed to adapt to changes associated with the customer demands and technological opportunities. Implementation of market orientation within the company will play a role in value creation. The core of value creation is a comparison between the value of the sacrifice benefits. Not an easy task for a company to be able to realize the concept of value creation. However, a good understanding of market orientation will yield information on the needs of customers as well as the performance of competitors. On this basis the company can design a program of value creation more effectively. In order to create customer value, the company must be a solution provider, is more than just a seller of products or services (Best 2005) .
Furthermore, organizations that implement a Learning Organization always supply the organization with new ideas and new information that comes from the environment, employee development and other relevant sources. Further knowledge of new ideas and information that should be transferred throughout the organization elements. So that a change in organizational behavior as a result of new knowledge. Such a mechanism is needed within the framework of dynamic capability development (Kreitner.2006; De Geus.1999) .
Senge (1994) also argues that learning organizations as organizations where people continually expand their capacity to create the results they truly desire, where new patterns are maintained and expansive thinking. It can be concluded learning organization is the antecedent for the creation of dynamic capability.
One of the characteristics of a sustainable growth company that is sensitive to changes that represented the company's ability to learn and adapt to environmental changes direction. Learning organization is basically an organization that understands the role and function of the human as a center of excellence to compete in the future. Hence organizational learning is a way to develop the innovation process within the company. In line with Slater and Narver (1995) which states an approach to learning orientation towards value creation. The ability to learn from each company personnel is a sustainable competitive advantage for the company. The main points in the value creation is a creative and innovation. Creativity and innovation will increasingly be driven through a learning process. When the organization is a habitat conducive learning the creativity and innovation will grow. This situation is very supportive towards value creation (Niklas. 2006; Amit. R, and C.
Zott. 2001).
The company's ability to develop its capacity through new opportunities and make it into a successful product in the market will certainly improve business performance. While in the company's ability to reconfigure the various resources that will be a core competence is not easily imitated by competitors.
New ways to produce more effective and efficient will improve the company's ability in creating a superior product. In this case the company has an opportunity to create their competitiveness through differentiation or cost leadership simultaneously. Zollo (2002) , said dynamic capability is a learned pattern and collective activity in organization that will generate and modify operating routines to pursue increased effectiveness. Core dynamic capability is the ability of the organization to develop, update and care for a variety of resources (including tangibles, intangibles and human resources) in order to create customer value. Characteristics of sustainable growth companies are sensitive to changes that represented the ability to learn and adapt to the changing environment. Learning organization is basically an organization that understands the role and function of the human as a center of excellence in the future organization. Therefore learning company (organizational learning) is a way to develop the innovation process within the company. In line with Slater and Narver (1995) which states an approach to learning orientation towards value creation. Liu (2011) showed that the dynamic capabilities as antecedent factors for the development of organizational strategy in which managers alter their resource base, acquire, integrate, and combine resources to produce new value creation strategies. Thus, dynamic capabilities are the drivers behind the creation, evolution, and recombination of other resources into new sources of competitive advantage and firm performance will be maintained and enhanced
Creating customer value is not a short process with a short path. Creating customer value is an integrated process between external opportunities and internal potential. Quality of human resources and technology is needed in quality improvement.
This research has contributed to the development of the concept of market orientation is an important part in creating superior value for customers (value creation). Combination indicator MKTOR (Narver and Slater (1990) This study also confirms that the theory of competitive advantage through differentiation or lowcost can be performed simultaneously, especially in situations of high competition. Companies should avoid the situation stuck in the middle when trying to create a symbiosis between differentiation and lowcost into hybrid strategy. Symbiosis between differentiation and low cost is a key element of value creation.
This study also contributes to the development of the theory of dynamic capability which is an arm of the resource base perspective that emphasizes the importance of unique resources and not easily imitated as a source of sustainable competitive advantage. In the context of dynamic capability is the ability of an organization to discover, reconfigure and protect the very resources needed to create products with superior value.
Implications for Management
Creation is the implementation of a cost advantage and differentiation in silmultan by combining technology and human creativity. In the creative industries group advertising and fashion designer skills in serving the user is the main factor. therefore they should be able to provide excellent customer service. CoCreator as a form of interaction and communication between the designer and the user needs to be strengthened as the basis of competition in terms of service. While the technology is used as a base support competition in terms of cost. For that investment in technology is intended to improve efficiency. In line with the resourcebased view that efficiency would make the company could be flexibility in pricing because the average cost of production is below competitors. 
